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What is our brand growth 
platform?



Brand growth is a new platform where science meets 
practice for understanding growth

Our market learnings

A qualitative and quantitative 
study

Content sharing

Key note speeches whitepapers 
case studies and round tables

Academing learnings

Relevant academic work that will 
be integrated in the findings



The Ingredients for growth study is a mix of vision 
interviews and quantitative research

Qualitative

Vision interviews with over 50 
CMO’s or marketers with an 
overall responsibility for 
marketing

quantitative

Online quantitative study with 
over 500 marketers in 2 years

2 years

2 year study with trends over 2 
years



Based upon performance we have created 
two groups

WINNERS

Companies that do better
than the main competitors in 
the category: growing
companies!

LOSERS

Companies that do worse
than the competitors in the
category.



The 2018 brand growth event consists of 
different speakers and topics

Academic review

Panel discussion

Media learning



What is growth? And what is the 
best kpi for growth?



What is according to marketers the most important kpi
to determine the success of marketing and growth

60%

Conversion
Revenues

Profit

Brand Awareness Loyalty
retention

50% 40%



This has changed to last year and differences are more 
visible around loyalty

WINNERS

32%
LOSERS

49%

60%

Conversion
Revenues

Profit

Brand Awareness Loyalty
retention

50% 40%



The work from les binet also supports the fact that 
penetration is the main driver for growth
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under-perform (except 

for short-term activation)

Base: 2008-16 IPA cases (Les Binet)

Penetration is always
the main driver 

of growth

Reach explains 91% 
of variations in 

media effectiveness



According to science, we should not forget about loyalty, 
but we should understand what it is 

Source: Peeter Verlegh
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We should define loyalty in a different way

“But Byron Sharp says loyalty doesn’t exist!”

Not really: “while people are not 100% loyal, this 
doesn’t mean we need to … disclaim any loyalty” 
(HBG 2, p. 50) 

In many markets people engage in repertoire 
buying – they tend to go back to the same brands 
in a category 

Source: Peeter Verlegh



LOYALTY: DRIVERS & CONSEQUENCES

WOM

Performance

(i.e., Sales)

Attitudinal 

Loyalty

Behavioral 

Loyalty

Commitment

Watson et al., 2015 (meta-analysis)

.41

.27

.19

Trust

Satisfaction

incentives

.10

Source: Peeter Verlegh



How do we evaluate 
the role of media? And what 

do we expect?



We don’t have a lot of trust in the learnings 
we get from media data

• 38% is satisfied with media data

Top 3 advisers

Media Agency 25%
Advertising Agency 21%
Research Agency 21%

• Advertising Agencies are most seen as sparring partners

• Research Agencies have access to the best information



Most companies use media for the short- and the long 
term

Succesful companies focus more on the long term
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Short term media
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Both short- and long term media

Winners
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And short and long term are often described as brand 
building and sales activation

Source: Les Binet



The general rule to divide between long and short term 
is 40:60 – with some exceptions

Source: Les Binet

Activation share of  budget



However, what do we know if 
we think of 60-40?

60-40 of what??



We have learned that Owned & earned media amplify 
effects…
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And that Online & offline work in synergy
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And even worse, do we Burst 
or dripple?



we only partially agree with the scientific results, 
supported by a lot of examples
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26%

Not standing out or being recognized

Don't know what makes the brand distinctive

No connection with the brand in advertising

Don't know which memory stuctures the brand has

Change packaging too often

Not reaching a sufficient amount of people with media

Price discounts

Too much focus on loyal customers

Wasting media euro's by bursting
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Successful companies stopped bursting and changed to 
always on



Successful companies have 
an always on strategy
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Always On Strategy

Winners

Losers



Invest for growth
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SOV > SOM: brands tend to grow

SOV < SOM: brands tend to shrink

Growth proportion to
ESOV = SOV - SOM
No evidence that 

the rule is changing

Source: Les Binet



We do not have a valid single 
KPI that represents all media!



That is why we have developed rps: a new kpi that 
represents all activities

Calculate sum of all 
contacts

Weight each media type 
to the engagement 

factor

Take format within 
channels into account

Take the strength of the 
medium into account

Determine the decay 
effect of the week 

before

RPS is a new KPI that represents the real number of 
contacts that brands have with consumers. The RPS 
is based upon:

• All media including PR
• The strength of each medium
• The strength of a creative
• The decay effect of advertising

Every media plan is directly translated into this RPS 
in every market and becomes visible in the 
dashboard.



“multi attribution modelling”  helps us understand the relation 
between different data sources

Effect

Time

Tracking

Media investments



our rps approach is validated against media expenditures and 
grp’s
To validate RPS compared to expenditures and GRP’s, we performed a large meta-analysis. 
For 52 weeks DVJ measured over 300 ads from more than 30 brands, in 5 different 
categories. For each of these brands we have created time series data with marketing KPI’s, 
expenditures, GRP’s and RPS. The results were promising and eye-opening to the people 
involved. 

1. We found that there is NOT a significant relation between 
expenditures and advertising. This implies that a lot of the 
marketing mix modelling that is taking place should stop 
working with expenditures in their models!

2. The relation between GRP’s and marketing KPI’s is weak. 
If there isn’t another option, we recommend working with 
GRP’s instead of expenditures.

3. However, the strongest and most significant relation was with 
RPS. For almost all brands we saw a significant relation with 
RPS and the different marketing KPI’s. 

Conclusion
This validation study proved that there is a new KPI that represents all media (the holy 
grail) and this new KPI is linked to measuring marketing effectiveness. It outperforms the 
traditional KPI’s like expenditures and reach and offers lots of possibilities to plan 
campaigns more effectively. 
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Plan and optimize by trial, learn and optimize

Integrate the relevant data sources to 
understand the impact

A stepwise approach

3 Find the bandwith for optimal media contacts 
per week

4

Select the most important kpi for your 
strategy (visiors)



Finding DVJ: we’ve learned that always on 
is not always on
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The analyses of data sources also showed a clear picture on 
the “moment of truth”

Visit

Book

Explore for the best day 
out

Check Facebook 
experiences

Explore Share

Enjoy and share



We also created a unique prediction tool where the rps of 
future campaigns can be optimized

Based on the new media plan, the RPS index is 
determined during the campaign period.

Especially when the creative power of the 
campaign is known it is possible to see if the 
media plan creates enough contacts per week.

Adjustments can be made in the planning to 
increase effectiveness.

Optimized scenario

Current media plan




